Introduction
Technological progress and tourist sector have been connected for decades. In fact, Internet, an essential ICT tool (OECD, 2009) , has caused relevant changes in the behavior of the -average tourist‖ (Mills & Law, 2004) . And it has let the birth of a real community of inquiry on e-tourism (Frew, 2000) . For the last 20 years, rapid development of telecommunications and proliferation of international and national collaboration have increased publications by a spectacular 275 % (Frew, 2000) and highlighted the key role of Internet in tourism (Tse et al., 2005) .
Information and Communication Technology (ICT) has radically transformed the efficiency and effectiveness of tourism organizations, the structure of this industry, the way the companies are refined in the market and, in a prominent manner, customers' interaction with tourism organizations (Buhalis, 2003; Hopeniene et al., 2009) .
Nowadays, many tourists book flights or hotels on-line, eliminating classic booking by travel agents (Morrison et al., 2001) . Tourists visiting big cities are usually well prepared and can function in multicultural environments without many problems (Buhalis, 2004) . The development of Internet has created a -new potential tourist‖ with good knowledge, both technological and linguistic, and an exceptionally low price search (Buhalis, 2003; MartinezGarcia & Raya, 2008) . The key to success lies, therefore, in the rapid and accurate identification of consumers' needs and potential customers and in customizing products, services and processes to satisfy those needs (Buhalis, 2003) . Internet is the key in these processes, as is the development of proper tourism organization management, through organizational learning.
Organizational learning is the capability -within an organization to maintain or improve performance based on experience. This activity involves knowledge acquisition, knowledge sharing and knowledge utilization‖ (DiBella et al., 1996) . Then, organizational learning is the process by which the knowledge created by individuals is increased in an organized way and transformed into a part of the organization's knowledge system (DiBella et al., 1996) .
Some researchers analyze organizational learning as the means of explaining and resolving the problems (Bulut & Culha, 2010) of implementing and using the Internet in organizations (Robey et al., 2000) . Even although no single definition can capture the full reality behind the term -Internet‖ but, ultimately, Internet may be understood as a large network, a network of computer networks (Hoffman & Novak, 1996) . However, from another perspective, perhaps more appropriate here, one can think of leading networks as the medium through which information is collected and sent (Hoffman & Novak, 1996) . In short, Internet is a distributed system of information, a global network of computer networks, and each network is composed of thousands of computers (Buhalis, 1998) .
A low-cost flight or airline involves a leadership strategy in cost, for both the airline company and its direct (e.g., travel agencies) or indirect customers (e.g., endusers) (Francis et al., 2007) . As the name suggests, lowcost (or discount) airlines are -companies offering low fares in exchange for eliminating many of the services traditionally enjoyed by passengers‖ (Francis et al., 2007) .
Low-cost airlines are an important driver of tourism and have revitalized it in places far from the classic touristy locations in Spain (Martinez-Garcia & Raya, 2008) . They motivate hotel occupancy and increase real estate value (Satterlee, 2003) . As well as low-cost airlines, Internet also has a positive impact on organizational performance, specifically in hotels, perhaps via improved marketing or distribution. The shortage of academic research in tourism, the increasing influx of tourists who travel by low-cost flights booked on the Internet, and the general need to attract and retain foreign tourists to hotels justify our study's attempts to discover whether better tourism organization management through management of organizational learning motivate Internet use, which in turn encourages the opportunity for growth in low-cost flights and improves organizational performance.
To achieve our objectives and verify the proposed relationships, the article is structured as follows. The next part is the theoretical framework, which firstly explains the hypotheses in the model. We emphasize the importance of providing empirical results that prove these relationships. Later we underline the research methodology which presents the data and the method used to analyze empirically the hypotheses developed in firms from Spain. The results section presents the outcomes obtained. Finally, the conclusion section analyzes the results and some of the limitations of this study. Lynn et al., (1999) find a positive relationship between organizational learning and successful development of Internet. Cegarra-Navarro et al., (2007) define organizational learning as the development of new knowledge and insights that have the potential to influence organizations' behavior. Development occurs when the organization's members share associations, cognitive systems and memories (Pham et al., 2013) . Nonaka & Takeuchi (1995) define the development as the process of continuous learning (dynamic focus) through which companies generate new technological knowledge and innovate. Internet has been recognized as a management tool for managing company's relationship with its customers (Real et al., 2006) . This technological development may mean command of competitive advantage (Real et al., 2006) .
Hypotheses

Influence of Organizational Learning on Internet
Technological advances have been linked to organizational learning (Robey et al., 2000; Martin et al., 2011) , thus representing a source of heterogeneity and potentially sustainable competitive advantage, due to companies' different capabilities for learning and absorbing knowledge (Gilbert & Cordey-Hayes, 1996; Mihi-Ramirez et al., 2011; Chio, 2012) . Since organizational learning capacity may affect the degree to which technologies are adopted and used effectively (Robey et al., 2000; Martin et al., 2011; Cegarra-Navarro et al., 2007) examine how organizational learning is linked to effective Internet use to obtain a positive result. However, the presence of Internet does not guarantee knowledge creation, knowledge distribution or knowledge use (Mercader et al., 2006) . High growth and high technology firms appear more able and willing to seize the opportunities afforded by Internet. Their fast-growth tendencies are often associated with the entrepreneurial character of the owner, individual managers or operational teams (McCalman, 1998; Mets et al., 2010) . Given that virtually every aspect of organizational learning has either direct or indirect relevance for entrepreneurial management, enhanced entrepreneurship, innovative workplace cultures, knowledge management and organizational learning are often viewed as the main strategic factors associated with successful ICT -mainly Internet-adoption and usage in SMEs (Martin & Matlay, 2001; Mets et al., 2010) . Then: H1: Organizational learning will be positively associated with Internet in hotels.
Influence of Internet on Low-Cost Airlines and Organizational Performance
Internet virtually influenced all known sectors in the economy greatly, including tourism and aviation sector (Mills & Law, 2004) . This technological revolution has enabled this sector's development into a safer and better way to book or purchase tickets (Morrison et al., 2001) .
A significant challenge for management in exploiting Internet is to realize that these fundamental changes are creating a situation where organizations operate in an increasingly global, technologically interconnected and information-driven world (Sampler, 1998; Buhalis, 2003; Bulut & Culha, 2010; Chio, 2012) . Exploitation of Internet at the customer interface is a key catalyst in transformation of the airline industry. Findings highlight the importance of information as a critical resource for airlines (McIvor et al., 2003) .
In the past, consumers determined the value of product or service based on some combination of quality and price (Treacy & Wiersema, 1993) . Nowadays, Internet transforms customers from passive participants to proactive, more sophisticated agents in their relationship with airlines (McIvor et al., 2003) . Customers can set much more detailed search criteria, gaining immediate access to even richer information sources, such that airlines now deal with a -virtual tourist‖.
Online tickets reduce transaction costs significantly (McIvor et al., 2003) , and also enable online buyers to benefit from better selection in terms of choice (of airlines, flights, schedules, destinations, levels of service and complementary services), speed (time, convenience of access capabilities on Internet), and reduced transaction costs (money, effort, and mistakes). It is clear that Internet has played a major role in providing low-cost entrants with market growth and expansion opportunities (Porter, 2001) . Improvements in efficiency via Internet technologies create the potential to exploit complementary products and services (Porter, 2001 ). Low-cost airlines have integrated these technological benefits of Internet with existing and new technologies. In fact, Internet has become central to strategic development of the analyzed airline companies (McIvor et al., 2003) . In this way, low-cost airlines have attracted millions of consumers because of their low prices and have transported them in a very similar way to flights that do not offer low cost (Buhalis, 2003) . Thus, Internet and low-cost airlines could provide a very good way to face the current crisis.
Then, low-cost flights enable hotel managers to intensify Internet use to attract more customers (Harvey & Turnbull, 2006) . With all this previous literature the following hypothesis is proposed:
H2: Internet will be positively associated with low-cost airlines.
Information-intensive industries are ideal candidates for Internet transformation (Olsen & Connolly, 2000) . Continuous improvement and high performance in Internet applications such as e-mail correspondence, website effectiveness and online marketing are growing as a critical competitive factor (Olsen & Connolly, 2000) . But industry and academics suggest that the lodging industry lags behind other industries in IT implementation (Buhalis & Main, 1998) . Low IT use among small hospitality enterprises may stem from lack of training, traditional ownership, lack of rational management and marketing functions, and management's short-term operational focus (Buhalis & Main, 1998) . Consistent and efficient management has been a formula for past hotel success, but global competition demands innovation and flexibility in today's dynamic marketplace (Porter, 2001; Sigala et al., 2001) .
While many investigations laud Internet's potential, few papers examine the relationships between Internet adoption and success in the hospitality industry (Scaglione et al., 2009) . In hospitality, Internet is an important interface between customers and hotels. It enables information exchange, business transactions and relationship management and may improve hotel's performance through cost reduction in distribution process, increased revenues, improved guest loyalty and improved marketing and market access (Sigala et al., 2001) . Scaglione et al., (2009) , show that hotels with no web presence experience a negative trend in revenues. Das (2008) recognizes that hotels must be able to promote their individual property websites and allow Internet shopper to book directly without paying excessive distribution costs or supplying deeply discounted rates to third-party merchant sites. In this way, hoteliers obtain incredible savings, from booking-fee savings to IT and support savings (Satterlee, 2003) . Currently, a firm must recognize the great importance of Internet for consumers, who may travel using low cost flights, thus easily reaching any hotel for a low price and increasing their savings capacity (Oorni & Klein, 2003) . Therefore, hotels have managed to incorporate Internet as they seek to differentiate and gain competitive advantage by attracting new customers, even though they are far away or in other countries, because Internet reaches everybody. Consequently:
H3: Internet positively influences organizational performance in hotels.
Influence of Low-Cost Airlines on Organizational Performance
Worse financial performance in airports could translate into worse performance in hotels, as Slattery & Litteljohn (1991) suggested in their study of demand for hotel accommodation in Europe. In the case of leisure travel, Spain, with its good economic performance and growing familiarity with the international leisure travel, is becoming one of Europe's strongest growth markets (Stewart, 1992) and mainly for low-cot tourism (Martinez- Garcia & Raya, 2008) . Cockerell (1993) observes that, in the future, long-haul travel is likely to be a very strong growth sector in the Spanish outbound market.
In this sense, Kerpel (1990) highlight some issues that may be key to countries' future success, among them, ethnic diversity, good climate range (sun) and cultural heritage, transportation, sensitive environment, beaches (coast), and lakes and mountains. Spain possesses all of the characteristics that support tourism, and these characteristics could translate into more hotel bookings arriving by plane. These bookings could benefit Spain, mainly Andalusia, as it is the community with the most sun and beaches in Spain, and Spain is the country with the most beaches and sun in Europe. A great deal of tourism may be attracted by following this rule (Kerpel, 1990) .
International tourism not always has been successful. For example, 1992 was a difficult year for the international travel and tourism industry as a result of the Gulf War, which depressed traveling in 1991, according to Costa (1995) . Costa's study shows that world's airlines were still suffering losses, making 1992 a poor financial year for many hotel operators. The same occurred after the 2001 September 11th attacks. The airlines were shocked at the great number of losses (Goodrich, 2002 ). -The hotel industry also felt the brunt of the tragedy. During the first three months or so after the attacks, hotel bookings in the USA declined by some 20-50 % as individuals and groups cancelled vacation plans, and firms cancelled or postponed conventions, corporate meetings, seminars, and trade shows‖ (Goodrich, 2002) .
However, hotels and other types of tourism companies examined their operations critically to reassess strategies for gaining competitive advantage in this economic sector, attracting low cost flights and increasing their performance (Goodrich, 2002; Enz & Siguaw, 2003) . Low cost airlines and airlines in general, influence the lodging industry. Following Papatheodorou (2002) , we conclude that lowcost airlines can improve occupancy in Andalusian hotels.
H4: Low-Cost Airlines will be positively associated with organizational performance in hotels.
Methodology
Sample and Procedure
The population for this study consisted of the main hotels in the region of Andalusia in southern Spain, according to the database of Tourism from Andalusia. We chose this sector because it represents the greatest percentage, billing volume and employment volume in the Spanish economy. Choosing a sample of firms located in a relatively homogeneous geographical, cultural, legal and political space enables us to minimize the impact of the variables that cannot be controlled in the empirical research (Hofstede, 1980) .
We have cited some of the characteristics of excellent tourism destinations highlighted by Kerpel (1990) , named above -ethnic diversity, climate range, cultural heritage and beaches. Spain has all of these characteristics and some regions in Spain more than others (Papatheodorou, 2002) . We focus on southern Spain (Andalusia) because, in addition to these features, it has low prices and excellent facilities and, more importantly, because Andalusia is the most important region for tourism in Spain. The Spanish touristic market is relatively well developed and wholly integrated in the European Union. It has had a slightly better rate of growth in recent years than the European market overall (Papatheodorou, 2002) . However, Spain is in the geographical area that has received relatively little attention from organizational researchers. Drawing on our knowledge about key dimensions of this research, previous contacts with interested CEOs and scholars and new interviews with five CEOs and six academics interested in the topic and familiar with the Spanish touristic market, we developed a structured questionnaire to investigate how tourist firms face these issues. These developmental interviewees did not provide data for the empirical investigation. We decided to use CEOs as our key informants, since they receive information from a wide range of departments and are therefore a very valuable source for evaluating the different variables of the firm (Baer & Frese, 2003) . In addition, the same types of informant were chosen; since this means that the level of influence among the firms is constant, increasing the validity of the variables' measurements (Glick, 1985) . Surveys were mailed to the CEOs of the 1621 firms along with a cover letter. To reduce a possible desirability bias, we promised that we would keep all individual responses completely confidential and confirmed that our analyses would be restricted to an aggregate level to prevent identification of any firm. We mailed each CEO who had not yet responded two reminders. 327 CEOs finally answered the questionnaire. The approximate response rate was 20 % (Table 1) .
Table 1 Technical Details of the Research
A series of t-statistics, ANOVAs and chi-squares revealed no significant differences in type of hotel, between the respondents and the sample, or between early and late respondents. Since all measures were collected in the same survey instrument, the possibility of common method bias was tested using Harman's one-factor test (see Konrad & Linnehan, 1995) . A principal components factor analysis of the questionnaire measurement items yielded four factors with Eigen values greater than 1.0, which accounted for 72 % of the total variance. Since several factors, as opposed to one single factor, were identified and since the first factor did not account for the majority of the variance, a substantial amount of common method variance does not appear to be present (Podsakoff & Organ, 1986) .
Measures
Scales are important in designing survey instrument in management research. As no single measure can precisely capture a behavior, researchers usually combine two or more measures into a scale to gauge each variable. Given that developing new scales is a complex task, wherever possible we used pretested scales from past empirical studies to ensure their validity and reliability.
Organizational Learning: Various studies have measured learning within organizations. Due to the fact that there is a closer link with our research, that they reflected the different prior trends well and that the scale's validity was verified in detail, we used the first two items from the scale developed by Kale et al., (2000) and added two items based on Edmondson's (1999) research. We developed a confirmatory factor analysis to validate our scales ( 2 =2,99, NFI=,99, GFI=,99, CFI=,99, IFI=,99) and showed that a Likert-type 7-point scale (1 -totally disagree‖, 7 -totally agree‖) of 4 items was onedimensional and had high reliability (α=,895). Internet: Based on work by Das (2008) , we developed a Likert-type 7-point scale (1 -totally disagree‖, 7 -totally agree‖) of 2 items. Using a confirmatory factor analysis, we validated our scale and then verified the scale's one-dimensionality and its validity and reliability (α=,715). Low-Cost Airlines: Based on work by Gilbert & Morris (1995) , Goodrich (2002) and Papatheodorou (2002) , we developed a Likerttype 7-point scale (1 -totally disagree‖, 7 -totally agree‖) of 3 items. Using a confirmatory factor analysis, we validated our scale and then verified the scale's onedimensionality and its validity and reliability (α=.774). Organizational Performance: Based on work by (Gilbert & Morris, 1995; Tse et al., 2005) , we asked CEOs to indicate the evaluation they received that year, focusing on average occupancy in the hotel (1 -very bad‖ 7 -very good‖) and the percentage of average occupancy and international tourists. Using a confirmatory factor analysis, we validated our scale and then verified the scale's one-dimensionality and its validity and reliability (α=,841). All the items have been duly adapted to the present study (Table 2) . 
Model and Analysis
The LISREL 8,71 program was used to test the theoretical model. Figure 1 shows the basis of the model proposed, together with the hypotheses to be tested. We used a recursive non-saturated model, taking organizational learning (ξ 1 ) as the exogenous latent variable, Internet (η 1 ) as first-grade endogenous latent variables, and low-cost airlines (η 2 ) and organizational performance (η 3 ) as second-grade endogenous latent variables. Through flexible interplay between theory and data, this structural equation model approach bridges theoretical and empirical knowledge to allow better understanding of the real world. Such analysis allows for modeling based on both latent and manifest variables, a property well suited to the hypothesized model, where most of the represented constructs are abstractions of unobservable phenomena. Further, structural equation modeling takes into account errors in measurement, variables with multiple indicators, and multiple-group comparisons. 
Results
This section presents the main results of our research. Table 3 reports the inter-factor correlations matrix for the study variables to evaluate the significance level of existing relationships. Series of tests (e.g. tolerance, variance inflation factor) demonstrated the absence of multi-colinearity (Hair et al., 1999) . Note: *p<,05;**p<,01;***p<.001(two-tailed). n=327.
Second, we performed structural equation modeling to estimate direct and indirect effects using LISREL with the correlation matrix and asymptotic covariance matrix as input (Bollen, 1989) . Several researches have used this methodology because this type of analysis has the advantage of correcting for unreliability of measures and provides information on the direct and indirect paths between multiple constructs after controlling for potentially confusing variables (Garcia et al., 2007; Garcia et al., 2009; Garcia et al., 2011; Figure 2 shows the standardized structural coefficients. The relative importance of the variables is reflected by the magnitude of the coefficients. 
Figure 2. Results of Structural Equation Model
As to the quality of the measurement model for the sample, the constructs display satisfactory levels of reliability, as indicated by composite reliabilities ranging from 0,71 to 0,91 and shared variance coefficients ranging from 0,55 to 0,73 (Table 4) . Convergent validity -the extent to which maximally different attempts to measure the same concept agree -can be judged by examining at both the significance of the factor loadings and the shared variance. The amount of variance shared or captured by a construct should be greater than the amount of measurement error (shared variance >0,50). All of the multi-item constructs meet this criterion, each loading () being significantly related to its underlying factor (t-values greater than 9,92) in support of convergent validity. Likewise, a series of chi-square difference tests on the factor correlations show that discriminant validity -the LCA1 degree to which a construct differs from others -is achieved among all constructs (Anderson & Gerbin, 1988) . In particular, discriminant validity was established between each pair of latent variables by constraining the estimated correlation parameter between them to 1.0 and then performing a chi-square difference test on the values obtained for the constrained and unconstrained models (Anderson & Gerbin, 1988) . The resulting significant differences in chi-square indicate that the constructs are not perfectly correlated and that discriminant validity is achieved. 0,58***(10,38) 0.54
Notes: λ*=Standardized structural coefficient; R 2 =Reliability; α=Alpha Cronbach; C.R. =Compound Reliability; S.V. = Shared Variance; f.p. =fixed parameter; A.M. =Adjustment Measurement; † p < ,10, * p < ,05, ** p < ,01, *** p < ,001.
The overall fit measures, multiple squared correlation coefficients of the variables (R 2 s), and signs and significance levels of the path coefficients all indicate that the model fits the data well (χ 2 50 =126.294, p>,001; χ 2 ratio=2,52; RMSEA=,072; NFI=,96; NNFI=,97; CFI=,97; PGFI=,63). The hypothesized model was significantly better fit than the null model (χ 2 66 =3081,88, p>,001; ∆ χ 2 26 =2955,58, p>,001). All modification indices for beta pathways between major variables were small, suggesting that adding additional paths would not significantly improve the fit. The residuals of the covariances were also small and centered on zero.
The standardized parameter estimates (Table 5) show that organizational learning is highly related to Internet. Internet appears to be influenced strongly by organizational learning ( 11 =,43, p<,001) , supporting Hypothesis one. Internet is explained well by the model (R 2 =,18). As predicted in Hypothesis two, low-cost airlines appear to be influenced strongly by Internet (β 21 =,44, p<,001). Low-cost airlines are explained well by the model (R 2 =,20). Internet has a positive, statistically significant, direct association with organizational performance (β 31 =,39, p<,001) and indirect relationship (,09, p<.001; see, for instance Bollen, 1989 for calculation rules) through low-cost airlines (,44x,21). The total effect (direct and indirect) of Internet on organizational performance shows a significant, positive relationship (0,48, p<,001) overall, supporting Hypothesis three. Finally, Hypothesis four relates low-cost airlines to organizational performance (β 32 =,21, p<,01). Organizational performance is explained well by the model (R 2 =,27). In addition to these effects, we have shown indirect effects of organizational learning on low-cost airlines and organizational performance (Table 5) . In testing the theoretical framework, we fit several nested models, each incorporating different assumptions about parameters. Comparisons with reasonable alternative models are recommended as means of showing that a hypothesized model is the best representation of the data.
Comparison is an important part of assessing model fit (Bollen & Long, 1993 preferable to the other models formulated (Table 6) . Length restrictions prevent detailed discussion of each model and of other models. (A full report is available from the authors). In sum, the proposed theoretical model (Figure 2 ) represents the preferred, i.e. the most acceptable and parsimonious, model. 
Conclusions
Computer technology has had a great impact on every concept we have studied (Scaglione et al., 2009) . Then, more knowledge is required in the firm in order to learn to use information technology in the firm.
In this sense, organizational learning among the hotel's employees has motivated the wider use of Internet in firms (Sooraksa, 2012; Pham et al., 2013) . That is to say, the more training people the organization has, the more innovative the organization will be (Chipika & Wilson 2006) ; and consequently organizations that learn may use Internet technologies better and have a structure that satisfies the requirements for competitive advantage, making the firm a centre for continuous improvement (Slater & Narver, 1995; Mihi-Ramirez et al., 2011) .
Some researchers analyze organizational learning as a mean of explaining and resolving the problems of implementing and using new IT in organizations (Robey et al., 2000) . Although organizational learning is considered an effective and efficient mean of improving the competitiveness of organizations (Mihi-Ramírez et al. 2011) , few studies consider the relationship between organizational learning and Internet from a SME's perspective (Cegarra-Navarro et al., 2007) .
Then we try to knowledge acquisition as the facilitator of successful technological innovation which drives a company to get a better performance (Scaglione et al., 2009; Fernandez & Martin, 2012) . Consequently, companies should have many incentives to implement Internet, which should constitute a new source of relevant knowledge to generate innovations.
In addition to this, in this current crisis period, Internet may well be becoming the best way to save money, since customers can look for the cheapest offers by themselves, for many sectors (Chio, 2012) , although in this research we have focused on both flights and hotels (Oorni & Klein, 2003; Das, 2008; Hopeniene et al., 2009) .
Building on some scholars (Costa, 1995; Goodrich, 2002; Papatheodorou, 2002) , we assert the influence of low-cost airlines on tourism, and, consequently, on hotel performance in each country.
In our study, hotel performance is influenced directly and indirectly, caused by other variables -organizational learning -, by Internet. This result is consistent with Das (2008) and Enz & Siguaw (2003) , who find evidence that, if a company can promote its individual property on websites and allow Internet shopper to book directly without paying excessive distribution costs or supplying deeply discounted rates to third-party merchant sites, bookings increase considerably.
To sum up based on some authors (Buhalis, 2003 (Buhalis, , 2004 Daft, 1983; Thatcher et al., 2003; Mets et al., 2010; Mihi-Ramirez et al., 2011) ; we hypothesized that firms that focus on organizational learning may have more innovative organizational climate and that this strong innovative capability can further enhance their employees' ability to solve problems daily. In addition, we have demonstrated that developing of organizational learning process may provide the company with customer knowledge and development solutions and offer new products and services through Internet (Langerak et al., 2007; Bulut & Culha, 2010; Martin et al., 2011; Pham et al., 2013) . Furthermore, the ability to innovate effectively in the context of new technology-based services depends on the extent of employees' involvement (Lai, 2011) . Managers can give employees the possibility of innovating, since they are recruited to the firm, motivating innovative culture in the company (Straub, 1994; Hopeniene et al., 2009; Sooraksa, 2012) .
Consequently, Andalusian hotel managers must innovate in all areas to improve their results, but primarily in the hotel's employees through organizational learning processes, so that the hotel can gain competitive advantage (Larsen & Sorebo, 2005) . The structure of the Andalusian hospitality industry, and of the hospitality industry overall, is changing with the continuing process of globalization, especially the risky conditions of crisis in the economic environment (Senge et al., 1994; Mets et al., 2010) .
Airlines, specifically low-cost airlines, are important in this matter (Martinez-Garcia & Raya, 2008) . They must promote their bookings through Internet, underscoring their advantages compared to full-cost companies. Since low-cost airlines are much cheaper, they provide a good way to so as to help people to avoid the crisis. Low-cost airlines should also stress that they have airports and gateways with similar facilities to those of the full cost airlines and good travel timetables (Martinez- Garcia & Raya, 2008) .
If we focus on our results for the tourism sector, we highlight this paper's continuous recognition of the importance of Internet (Poon, 1993) . The impacts of e-tourism may be more important for future accommodation than they are now (Costa, 1995; Goodrich, 2002) .
We would like to conclude that hotel managers and low-cost companies should learn or have proficiency in technologies and motivate a firm culture of learning and innovation in new technologies, specifically Internet. In the current crisis period, Internet may be becoming the best way to save money, as customers can look for the cheapest offer by themselves, in both flights and hotels (Oorni & Klein, 2003; Das, 2008) .
Limitations and future research
This investigation has several limitations that may suggest further possibilities for empirical research. First, survey data based on self-reports may be subject to social desirability bias (Podsakoff & Organ, 1986) . However, an assurance of anonymity can reduce such bias (Konrad & Linnehan, 1995) . The low risk of social desirability bias in this study was indicated by several managers who commented that it made no sense at all for their companies to go beyond regulatory compliance. Still, the responses are subject to interpretation by individual managers.
Second, the absence of objective measures is a limitation. However, external validation of this variable from the archival data of subset of respondents increased confidence in self-reports and reduced the risk of common method variance. Further, the possibility of common method bias was tested using Harman's one-factor test and other methods. We also used objective data and randomized the order of presentation of the survey items across the subjects. Common method bias does not appear to be present (Podsakoff & Organ, 1986; Konrad & Linnehan, 1995) .
Third, the cross-sectional nature of the research into a dynamic concept (organizational learning) allows us to analyze only a specific situation in time of the organizations studied, not their overall conduct through time. Our approach has reduced the magnitude of this problem, since dynamic characteristics and causal affirmations can be made if the relationships are based on theoretical rationales (Hair et al, 1999) . For this reason, we began with a theoretical effort that would allow us to identify and check the formal existence of the different cause-effect relationships. Nonetheless, future research should focus on longitudinal study.
Fourth, the use of a single respondent may have influenced the accuracy of some measurements. However, difficulties in obtaining sponsorship for the research based on a multiple views for each hotel, the value of CEOs' knowledge of their hotels, and common practice in organizational research all supported the use of CEOs as respondents. Fifth, we have concentrated on the hotel sector. In other firms from the tourism sector, the results may be different. Finally, our model analyzes only the direct and indirect relation between Internet, low-cost airlines and organizational performance, analyzing previous influence such as organizational learning. Other factors could be analyzed (Martinez-Garcia & Raya, 2008) or a larger international sample used. However, it should be noted that strategic variables we chose (low-cost airlines and Internet) explain a significant amount of variance of organizational performance.
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